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Councit of American Survey Research Organizations® (CASRO®)
170 North Country Boad, Suite 4

Port Jefferson, New Yark 11777 USA

(631) 828-6954 » Fax: (631} 928-6041

www.casta.org » email: casro@casro.org

©1997 - 2008 CASRO - Council of American Survay Research Organizations. All Rights Reserved. First Adopted 1977. Revised as needed. This document is
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This Code of Standards and Ethics for Survey Research sets forth the agreed upon rules of sthical conduct for
Survey Research Organizations. Acceptance of this Code Is mandatory for all CASRO* Members.,

The Code has been organized into sections deseribing the responsibilities of a Survey Research Organization to
Respondents, Clients and Outside Contractors and In reporting study results.

This Code is not intended to be, nor should it be, an immutable document. Circumstances may arise that are not
covered by this Code or that may call for modification of some aspect of this Code. The Standards Committee and
the Board of Directors of CASRO® will evaluate these circumstances as they arise and, if appropriate, revise the
Code. The Code, therefore, is a living document that seeks to be responsive to the changing world of Survey
Research. To continue to be contemporary, CASRO® advocates ongoing, two-way communication with Members,
Respondents, Clients, Outside Contractors, Consultants and Interviewers.

Please also refer to other CASRO® Publications, which may provide detail relevant to many sections of the CASRO”
Code of Standards and Ethics for Survey Reseaich.

TR
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Preamble

Researchers have professional and legal responsibilities to their respondents that are embodied in the procedures
of a research study. Underlying these specific responsibilities are four fundamental ethical principles:

Respondents should be:
a. willing pariicipants in survey ressarch;

b. appropriately informed about the survey’s intentions and how thelr personal information and survey
responses will be used and protected;

¢. sufficiently satisfied with their survey experience;

d. willing to participate again In survey research.

A. Confidentiality

1. Since individuals who are interviewed are the lifeblood of the Survey Research Industry, it is essential that
Survey Research Organizations be responsible for protecting from disclosure to third parties—including
Clients and members of the Public—the identity of individual Respondents as well as Respondent-
identifiable information, unless the Respondent exprassly requests or permits such disclosurs.

2. This principle of confidentiality is qualified by the following exceptions:

a. A minimal amount of Respondent-identifiable information will be disclosed fo the Client to permit the
Client: (1) to validate interviews and/or (2) to defermine an additional fact of analytical importance to the
study (including the practice of appending Client-owned database information 1o the Survey Research
Organization’s data file as an analytic aid). Where additional Inquiry is indicated, Respondents must be
given a sound reascn for the re-inguiry; a refusal by Respondent to continue must be respected.

Before disclosing Respondent-identifiable information to a Client for purposes of interview validation or
re-inquiry, the Survey Research Organization must take whatever steps are needed to ensure that the
Client will conduct the validation or recontact in a fully professional manner. This includes the avoidance
of multiple validation contacts or other conduct that would harass or could embarrass Respondents. [t
also inciudes avoidance of any use of the information (e.g., lead generation) for other than legitimate and
ethical Survey Research purposes or to respond to Customer/Respondent complaints. Assurance that the
Client will respect such limitations and maintain Respondent confidentiality should be confirmed in writing
before any confidential information is disclosed.

Where Respondent-identifiable data is disclosed to clients so that the Survey Research Organization may
analyze survey data In combination with other respondent-level data such as internal custorner data,
respondent-level data from another survey, ete., it is understood that the information will be used for
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model building, internal (Survey Research Organization) analysis, or the like and not for individual marketing
efforts and that no action can be taken toward an individual respondent simply because of his or her
participation in the survey. To assure Client compliance, the Survey Research Organization must obtain
written confirmation from the Client before releasing any data. (A suggested CASRO® Cllent agreament
clause Is availaile.)

Further, with respect to such research uses as Database Segmentation and/or Modeling {see preceding
paragraph), specific action{s) may not be taken toward an individual Respondent as a result of his/her
survey information and participation beyond those actions taken toward the entire database population
group the Respondent by chance has been selectad to represent. In order for such specific action, the
following two elements must be met:

The Respondent has first given his/her permission to do so, having been told the general purpose and
lirnitations of such use; and

The research firm has obtained a written agreement from the Client assuring that no other use will be
made of Respondent-identifiable information.

Predictive equations which integrate a segmentation scheme into a Client database may be applied so long as
no action is taken toward ap individual Respondent simply because of his of her participation in the survey.
Respondents must be treated ke all ather individuals in the database according to the segment(s) to which
they belong or have been assigned.

b. The identity of individual Respondents and Respondent-identifiable information may be disclosed to other
Survey Research Organizations whenever such organizations are conducting different phases of a multi-
stage study (e.g., a trend study). The initial Research Company should confirm in writing that Respondent
confidentiality will be maintained in accordance with the Code.

¢. Inthe case of research In which representatives of the Glient or others are present, such Client represen-
tatives and others should be asked not to disclose to anyone not present the identity of individual
Participants or other Participant-identifylng information except as needed to respond, with the
Participant’s prior specific approval, to any complaint by one or more of the Participants concerning a
product or service supplied by the Client.

3. The principle of Respondent confidentiality includes the following specific applications or safeguards:

a. Survey Research Organizations’ staff or personnel should not use or discuss Respondent-identifiable data
or information for other than legitimate internal research purposes.

b. The Survey Research Organization has the respensibility for insuring that Subcontractors {Interviewers,
Interviewing Services and Validation, Coding, and Tabulation Organizations) and Consultants are aware of
and agree to maintain and respect Respondent confidentiality whenever the identity of Respondents or
Respondent-identifiable infarmation is disclosed to such entities.

Y
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¢. Before permniiting Clients or others to have access to complleteci guestionnaires in circumstances other
than those described above, Respondent names and other Respondent-identifying information (e.g.,
telephone numbers) should be deleted.

d. Invisible identifiers on mall questicnnaires that corinect Respondent answers to particular Respondents
should not be used. Visible identification numbers may be used but should be accompanied by an
explanation that such identifiers are for contral purposes only and that Respondent confidentiality will not
be compromised.

e. Any Survey Research Organization that recelves from a Client or other entity information that it knows or
reasonably believes to be confidential, Respondent-identifiable information should only use such informa-
tion in accordance with the principles and procedures described in this Gode.

f. The use of survey results in a legal proceeding does not relieve the Survey Research Organization of its
ethical obligation to maintain in confidence alt Respondent-identifiable infarmation or lessen the importance
of Respondent anonymity. Consequently, Survey Research firms confronted with a subpoena or other
legal proéess requesting the disclosure of Respondant-identifiable inforration should take all reascnable
steps to oppose such requests, inchuding informing the court or other decision-maker involved of the
factors justifying confidentiality and Respondent anonymity and interposing all appropriate defenses to
the reguest for disclosure.

B. Privacy and the Avoidance of Harassment

1. Survey Researsh Organizations have a responsibility to strike a proper balance between the needs for
research in contemporary American life and the privacy of individuals who become the Respondents in the
research. To achieve this balanca:

a. Respondents will be protected from unnecessary and unwanted intrusions and/or any form of personal
hargssiment.

b. The voluntary character of the Interviewer-Respondent contact should be stated explicitly where the
Respondent might have reason to believe that cooperation is not voluntary.

2. This principle of privacy includes the following specific applications:

a. The Research Organization, Subcontractors and Interviewers shall make every reasonable effert to
ensure that the Respondant understands the purpose of the Interviewer/Respondent contact.

(1) The Interviewer/Research Company representative must provide prompt and honest identification
of his/her research firm affiliation.

(2) Respondent questions should be answered in a forthright and non-deceptive manner.
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b. Deceptive practices and misrepresentation, such as using research as a guise for sales or solicitation
purposes, are expressly prohibited.

¢. Survey Research Organizations must respect the right of individuals to refuse ta be interviewed or to
terminate an interview in progress. Technigues that Infinge on these rights shouid not be employed,
but Survey Research Organizations may make reasonable efforts to obtain an interview including:
{1) explaining the purpose of the research project; (2) providing a gift or monetary incentive adequate to
elicit cooperation; and (3) re-contacting an individual at a different time if the individual is unwilling or
unable to participate during the initial contact.

d. Research Organizations are responsible for arranging interviewing times that are convenlent for respondents.

e. Lengthy interviews can be a burden. Research Organizations are responsible for weighing the research
need against the length of the interview and Respondents must not be enticed into an interview by a
ruisrepresentation of the length of the interview.

f. Research Organizations are responsible for developing technigues to minimize the discomiort or appre-
hension of Respondents and Interviewers when dealing with sensitive subject matter.

g. Electronic equipment (iaping, recording, photographing) and one-way viewing rooms may be used only
with the full knowledge of Respondents.

3. Internet Research

The unique characteristics of Internet research require specific notice that the principle of respondent
privacy applies to this new technology and data collection methodology. The general principle of this
section of the Gode Is that survey Research Organizations will not use unsolicited emails to recruit survey
respondents or engage in surreptitious data collection methods. This section is organized into three parts:
a. email solicitations, b. active agent technologies, and ¢. panel/sample source considerations.

a. Email Solicitation

{1} Research Organizations are required to verify that individuals contacted for research by email have
a reasonable expectation that they will recelve email contact for research. Such agreement can be
assumed when ALL of the following conditions exist:

{a) A substantive pre-existing relationship exists betwsen the individuals contacted and the
Research Organization, the Client supplying email addresses, or the Internet Sample Providers
supplying the email addresses (the fatter being so identified in the email invitation);

(b) Survey email invitees have a reasonable expectation, based on the pre-existing ralationship
whers survey ernall invitees have specifically opted in for Internet research with the research
company or Sample Provider, or in the case of Client-supplied lists that they may be contacted
for research and invitees have not opted out of email communications;
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(c) Survey email invitations clearly communicate the name of the sample provider, the relationship
of the individual to that provider, and clearly offer the choice to be removed from future emait
contact.

{d) The email sample list excludes all individuals who have previously requested removal from
future email contact in an appropriate and timely manner,

{e) Participants in the emall sample were not racruited via unsolicited emall invitations.

(2) Research Organizations are prohibited from using any subterfuge in obtaining email addresses of L
potential respondents, such as collecting email addresses from public domains, using technologies
or techniques to collect emall addresses without individuals' awareness, and coliecting email
addresses under the guise of some other activity.

(3) Research Organizations are prohibitad from using false or misleading return email addresses or any
other false and misteading information when recruiting respondents. As stated fater in this Code,
Research Organizations must comply with all federal regulations that govern survey research activities. In
addition, Research Organizations should use their best efforts to comply with other federal regulations
that govern unsolicited email contacts, even though they do not apply to survey research.

{4) When receiving emall lists from Clients or Sample Providers, Research Organizations are required to
have the Client or Sampie Provider verify that individuals listed have a reasonable expectation that
they will receive amall contact, as defined, In (1} above.

{5) The practice of “blind studies” (for sample sources whete the sponsor of the study is not cited in the
email solicitation) s permitted if disclosure is offered to the respendant during or after the interview.
The respondent must also be offered the opportunity to “opt-out” for future research use of the
sample source that was used for the emall sclicitation.

(B) Information about the CASRO Code of Standards and Ethics for Survey Research should be made
available to respondents.

b. Active Agent Technology

(1) Active agent technology is defined as any software or hardware device that captures the behavioral
data about data subjects in a background mode, typically running concurrently with other activities.
This categary includes tracking softwars that allows Research Organizations to capture a wide array
of information about data subjects as they browse the Internst. Such tachnology needs to be care-
fully managed by the research industry via the application of research best practices.

Active agent technolegy alse includes direct to desktop software downloaded to a user’s computer
that is used solely for the purpose of alerting potential survey respondents, downloading survay
content or asking survey questions. A direct to desktop tool doss not track data subjects as they
browse the Internet and ali data collected is provided directly from user input.
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Data collection typically requires an apphcation 1o download onto the subjects’ desktop, laptop or
PDA (including personatl wireless devices). Once downloaded, tracking sofiware has the capability
of capturing the data subject’s actual experiences when using the internet such as Web page hits,
web pages visited, online transactions completed, online forms completed, advertising click-through
rates or impressions, and online purchases.

Beyond the collection of information about a user's Internet experience, the software has the ability
to capture information from the data subject’s email and other documents stored on a computer
device such as a hard disk. Some of this technology has been labsled “spyware,” especially
because the download or installation occurs without the data subject’s full knowledge and specific |
consent. The use of spyware by a member of CASRO is strictly prohibited. ‘ .

A cookie (defined as a small amount of data that is sent to a computer's browser from a web server
and stored on the computer’s hard drive) is not an active agent. The use of cookies is permitted if
a description of the data collected and its use is fully disclosed in a Research Organizations’
privacy policy.

{2) Following Is a list of unacceptable practices that Research Organizations should strictly forbid or
prevent, A Research Organization is considered to be using spyware when i fails to adopt all of the

practices in set forth in Section 3 below or engages in any in the following practices:

——

{a) Downloading software without obtaining the data subject's informed consent.

{b) Downloading software without providing full notlce and disclosure about the types of information
that will be collected about the data subject, and how this information may be used. This notice
needs to be conspicuocus and clearly written.

{c) Collecting information that identifies the data subject without obtaining affirmed consent.
{d} Using keystroke loggers without obtaining the data subject’s affirmed consent.

(e) Instaliing software that modifies the data subject’s computer settings beyond thai which is
necessary to conduct research providing that the software dossn't make other Installed software
behave erratically or in unexpected ways.

) Installing software that turns off anti-spyware, anti-virus, or anti-spam software,

-

(o) Installing software that seizes control or hijacks the data subject’s computef,

{n) Failing to make commercially reasonable efforts to ensure that the software does not cause any
conflicts with major aperating systems and does not cause other instalied software fo behave
erratically or in unexpected ways.

(i} Installing software that is hidden within other software that may be downioaded.
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i) Installing software that is difficult to uninstall.

(k} Installing software that delivers advertising content, with the exception of software for the
purpose of ad testing.

{) Instaliing upgrades to software without notifying users,

{m) Changing the nature of the active agent program without nefifying user.

{n} Failing to noiify the user of privacy practice changes relating to upgrades {o the software.

{3) Following are practices Research Organizations that deploy active agent technologies shouid adept.
Ressarch Organizations that adopt these practices and do not engage in any of the practices set
forth in Section 2 above will not be considered users of spyware.

{a) Transparency to the data subject is critical. Research companies must disclose information
about active agents and other software in a timely and open manner with each data subject.
This communication must provide details on how the Research Organization uses and shares
the data subject’s information.

i

vl

vil.

Only after receiving an affirmed consent or permission from the data subject or parent’s
permission for children under the age of 18, should any research software be downloaded
onto the individual's computer or PDA.

Clearly communicate to the data subject the types of data if any, that is being collected and
storad by an active agent technology.

Disclosure is also needed to allow the data subject to easlly uninstall research software
without prejudice or harm to them or their computer systems.

Personal information about the subject should not be used for secondary purposes or
shared with third parties without the data subject’s consent,

Research Organizations are obligated to ensure that participation is a conscious and voluntary .
activity. Accordingly, incentives must never be used to hide or abfuscate the acceptance of
active agent technologies.

Research Organizations that deploy active agent technologies should have a method to
receive queries from end-users who have questions or concerns. A redress process is essential
for companies if they want to gauge audience reaction to participation on tha network.

On a routine and ongoing basis, consistent with the stated policies of the Research,
Organization, data subjects who participate in the research network should receive clear
periodic notification that they are actively recorded as participants, so as to insure that their
participation is voluntary. This notice should provide a clearly defined method to uninstall the
Research Organization's tracking software without causing harm to the data subject.

Bai
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(b} Stewardship of the data subject is critical. Research companies must take steps to protect
information collecied from data subjects.

Vi,

Personal or sensitive data (as described in the Personal Data Classification Appendix) should
not be collected. If collection Is unavoidable, the data should be destroyed immediately. If
destruction Is not immediatsly possible, it: (a) should receive the highest level of data security
and {b) should not be accessed or used for any purpose.

Research Organizations have an obligation to establish safeguards that minimize the risk of
data security and privacy threats to the data subjsct.

It Is important for Research Organizations to understand the impact of their technology on
end-users, especially when their software downloads in a bundle with other comparable
sofiware products,

Stewardship also requires the Research Organization to make commercially reasonable
efforts to ensure that these “free” products are also safe, secure and do not cause undue
privacy or data security risks.

Stewardship also requires a Research Organization that deploys active agent technologies
to be proactive in managing its distribution of the software. Accordingly, companies must
vigorously monitor their distribution channel and look for signs that suggest unusual events
such as high churn rates.

If unsethical practices are revealed, responstble research companies should strictly terminate
all future dealings with this distribution partner.

c. Panel/Sample Source Considerations

The following applles to all Research Organizations that utilize the Internet and related technologles to
conduct research.

{1} The Research Organization must:

{a) Disclose to panel members that they are part of panel.

{b) Obtain panelist’s permission to collect and store information about the panefist.

(e} Collect and keep appropriate records of panel member recruitment, including the source
through which the panel member was recrulted.

({d} Coltect and maintain records of panel member activity.

(2) Upon Client request, the Research Organization must disclose:
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(@) Panel composition information (including panel size, populations covered, and the definition of
an active panelist).

() Panel recruitment practice information.
() Panel member activity,

{d) Panelincentive plans.

(e) Panel validation practices.

{} Panel quality practices.

{g) Aggregate panel and study sample information (this information could include response rate
information, panelist participation in other research by type and timeframe, see Responsitilliies
in Reparting to Clients and the Public).

(h) Study related information such as email invitation(s), screener wording, dates of email invitations
and reminders, and dates of fieldwork.

(3) Stewardship of the data collected from panelists is critical:
(a) Panels must be managed in accordance with applicable data protection laws and regulations.

{b) Personal or sensitive data should be coliected and treated as specified in the Personal Data
Classification Appendix,

{c) Upon panelist request, the panelist must be informed about all personal data (relating to the
panelist that is provided by the panelist, coilected by an active agent, or otherwise obtained by
an acceptable method specified in a Research Organization’s privacy policy) maintained by the
Research Organization. Any personal data that is indicated by panel member as not correct or
obsolete must be corrected or deleted as soan as practicable.

(4) Panel members must be given a straightforward method for being removed from the panel if they
choose, A request for removal must be completed as soon as practicable and the panelist must not
be selected for future research studies,

(5) A privacy policy relating to use of data collected from or relating o the panel member must be in
place and posted online. The privacy poiicy must be easy o find and use and must be regulatly
communicated to panelists. Any changes to the privacy policy must be communicated to panelists as
soon as possible.

(6) Research Organizations should take steps to Emit the numbear of survey inviiations sent to targeted
respandents by email solicitations or other methods over the Internet so as to aveid harassment
and response bias caused by the repeated recruitment and participation by a given pool (or panel) of
data subjects.
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(7) Research Organizations should carefully select sample sources that appropriately fif research
objectives and Cllent requirements. Al sample sources must satisfy the requirement that survey
participants have either opted-in for research or have a reasonable expectation that they will be
coniacted for research.

{8) Research Organizations should manage panels to achieve the highest possible research quality.
This includes managing panel churn and promptly removing inactive panelists.

{9) Research Organizations must maintain survey identities and email domains that are used
exclusively for research activities.

(10)If a Research Organization uses a sample source (including a panel owned by the Research
Organization or a subcontractor} that is used for both survey research and direct marketing activities,
the Research Organization has an obligation to disclose the nature of the marketing campaigns
conducted with that sample source to Clients so that they can assess the potential for bias. '

(11)All data collected on behalf of a Client must be kept confidential and not shared or used on behalf
of another Client (see also Responsibilities to Clients).

11
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A. Relationships between a Survey Research Organization and Clients for whom the surveys are conducted should
be of such a nature that they foster confidence and mutual respect. They must be characterized by honesty
and confidentiality:

B. The following specific approaches describe in more detail the responsibilities of Research Organizations in
this relationship:

1. A Survey Research Organization must assist its Clients in the design of effective and efficient studies that
are to be carried out by the Research Company. If the Survey Research Organization questions whether
a study design will provide the information necessary to serve the Client's purposes, it must make Its
reservations known. 3

2. A Research Organization must conduct the study in the manner agreed upon. Howevet, i it becomes
apparent in the course of the study that changes in the plans should be tnade, the Research Organization
must make its views known to the Client promptly.

3. A Research Organization has an obligation to allow its Clients to verify that work performed meets all
contracted specifications and to examine all operations of the Research Organization that are relevant to
the proper exacution of the project in the manner set forth. While Clients are encouraged to examine
questionnaires or other records to maintain open acoess to the research process, the Survey Research
Organization must continue to protect the confidentiality and privacy of survey Respondents.

4. When more than one Client contributes to the cost of a project specially commissioned with the Researsh
Organization, each Client concerned shall be informed that there are other Participants (but not necessarlly
their identity).

5. Research Organizations will hold confidential all information that they obtain about a Client’s general
business operations, and about matters connected with research projects that they conduct for a Clisnt.

6. For research findings obtained by the agency that are the property of the Client, the Research Crganization
may make no public release of revelation of findings without expressed, prior approval from the Client.

C. Bribery in any form and in any amount Is unacceptable and is a violation of a Research Organization's fundamental,
ethical obiigations. A Research Organization and/or its principals, officers and employses should never give gifts
to Clients In the form of cash. To the extent permitted by applicable laws and regulaticns, a Research
Organization may provide nominal gifts to Clients and may entertain Giients, as jong as the cost of such
entertainment is modest in amount and incidental in nature.
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A. When reports are being prepared for Client confidential or public release purposes, it is the obligation of the
Research Crganization to insure that the findings they release are an accurate portrayal of the survey daia, and
carefid checks on the accuracy of all figures are mandatory.

B. A Research Organization’s report to a Client or the Public should contain, or the Research Organization should
be ready to supply to a Client or the Public on short notice, the following information about the survey:

1. The name of the organization for which the study was conducted and the name of the organization
conducting 1t

2. The purpose of the study, including the specific objectives.
3. The dates on or between which the data collection was done.

4. A definition of the universe that the survey is intended to represent and a description of the population
frame(s) that was actually sampled.

5. A description of the sample design, including the method of selecting sample elemants, method of interview,
cluster size, number of callbacks, Respondent eligibility or screening criteria, and other pertinent information.

B. A description of results of sample implementation including {a) a total number of sample elements contacted,
(b} the number not reached, {c) the number of refusals, (d) the number of terminations, {e) the number of
non-eligibles, (i} the number of completed interviews.

7. The basis for any specific “completion rate” percentages should be fully documented and described.
8. The questionnaire or exact wording of the questions used, including Interviewer directions and visual exhibits.
9. A description of any weighting or estimating procedures used.

10. A description of any special scoring, data adjustment or indexing procedures used. (Where the Research
Organization uses proprietary techniques, these should be described in general and the Research
Organization should be prepared to provide technical information on demand from gqualified and technically
compstant persons who have agresd to honor the confidentiality of such information).

1. Estimates of the sampling error and of data should be shown when appropriate, but when shown thay
should include reference to other possible sources of error so that a misleading impression of accuracy or
precision is not conveyed.

12. Statistical tables clearly labeled and identifiad as to questionnaire source, including the number af raw
cases forming the base for each cross-tabulation.

Page 17 of 23
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13. Coples of Interviewer instructions, validation results, code books, and other iImportant working papers.

C. As a minimum, any general public release of survey findings should include the following information:

1,

2.

w

8.

7.

The sponsorship of the study.

A description of the purposes.

The sample description and size.

The dates of data collection.

The names of tha research company conducting the study.
The exact wording of the questions,

Any other information that a lay person would need to make a reasonable assessment of the reported findings.

D. A Survey Research Organization will seek agresments from Clients so that citations of survey findings will be
presented to the Research Organization for review and clearance as to accuracy and proper interpretation prior
to public release. A Research Organization will advise Clients that if the survey findings publicly disclosed are
incorrect, distorted, or incomplets, in the Research Organization’s opinion, the Research Organization reserves
the right to make its own release of any or all survey findings necessary to make clarification,.
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A. Research Organizations will not ask any Outside Contractor or Interviewer to engage in any activity which is not
acceptable as defined in other sections of this Code of Standards and Ethics for Survey Research or related
CASRO?® publications.

Y
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“Sensitive Personal’ Data™jabsl
. |-in-a conspicuous location.on
. I edeh.digital file; e-mail, or Web>™ |,
- }-page, and on subject ing-of” - |

. messages. - -

T
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HELEL ¢ I

"Bame g8 Sensitive
Personat Data.

' Standard demographie data included in surveys are anly considered "Ordinary Personal Data” if it is identiffable to an individual person.

2 5tandard demographic data included in surveys are only considered "Sensitive Personal Data” if it is identifiable 1o an individual person. It
may be necessary to create additional classification levels for data that is subject to speeific statutory requirements, such as “persanal
health information” subject to HIPAA,

*1t may be necessary to create additional classification levels for data that is subject to specific statutory requirements, such as "personal
health information™ subject to HIFAA.
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For more information about

Tha Voice and Velues of Research

CASRO

COUNCH OF AMERICAN SURVEY RESEARCH ORGANTZATICHS ™

CODE OF STANDARDS AND ETHICS FOR SURVEY RESEARCH
please visit ]
WWW.Casro.org

or contact

Gouncil of American Survey Research Organizations® (CASRO%
170 Morth Country Road, Suite 4
Port Jefferson, New York 11777 USA
(631) 928-6954 « Fax: (631) 928-6041

email: casro@casro.org
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